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INTRODUCTION 


This survey which shows what 668 consumers think of Waco’s 
retailers was conducted and tabulated by students in the Depart- 
ment of Marketing of the Baylor University School of Business. 
Two reasons may be given for making and publishing this retail 
shopping survey. In the first place it represents a continuation 
of the present effort of the Baylor University School of Business 
to bring before business men, and the general public, studies and 
observations which may be realistic and helpful. In the second 
place, and more specifically, this study attempts to view Waco re- 
tailers in the light in which they are held by their customers. We 
have assembled, in tabular form, information which we believe 
is pertinent to business men. The comparative figures from St. 
Louis gives the local merchants some idea of their own position. 
It is possible that information obtained as this was might be 
more accurate than if obtained on a commercial basis. This was 
an on-the-street survey of retail shoppers, taken about the second 
and third weeks of February, 1950. 


A total of 668 people were interviewed between Fourth Street 
and Ninth Street on Austin Avenue, Waco, Texas. The survey 
was made by students in the Salesmanship and Sales Management 
class. Sympathetic recognition and counsel were given by Mr. 
Fred Husbands of the Waco Chamber of Commerce, and by several 
Waco department stores, namely: R. E. Cox Dry Goods Company ; 
The Goldstein-Migel Company; Levine’s; Sears, Roebuck and 
Company; end Montgomery Ward. Some of the other depart- 
ment store managers had either gone to market or were detained 
by illness at the time the survey was made, and hence were not 
contacted. There was the general feeling, however, that there 
was no opposition of any kind to the project. This simple survey 
-included questions on salesmanship, reasons for coming to the 
shopping area, success in buying, the number of stores or depart- 
ments within a store that were shopped, how the shoppers came 
to town, whether present shopping hours suited their needs, and 
whether or to what extent parking facilities were adequate. 
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Questions Asked and Responses Calculated 
In Baylor University Retail Survey 


A total of 668 people were interviewed by Baylor Marketing students. 
Male 27%, Female 73%, White 92%, Colored 8% 
Under 20 10%, 21-30 36%, 30-35: 31%, Over 35 23% 


1. Have you had a good salesperson wait on you recently? Yes 92% 
No 83% No answer 7.17% 


(1) Courteous 65% (5) a know- (9) Truthful 13% 
(2) Considerate 26% cage (10) Attitudel5% 
6) Didn’t f 19 
(3) Personality 29% Knew my tikes 149(11) Neat 31% 
(4) Patient 24% (8) Knew stock 17% (12) Miscellaneous 3% 


2. Have you had a poor salesperson wait on you recently? Yes 40% 
No 43% No answer 17% 
(1) Indifferent attitude 24% (7) Chewing gum 2% 


(2) Discourteous 15% Lack of k 1 f 
(3) Inconsiderate 11% 


stock 9 
(4) Superior attitude 11% ay 
(5) Sassy, snippy 13% 
(6) Lack of Merchandise Know- (10) Sloppy Appearance 7% 
ledge 12% (11) Miscellaneous 5% 
3 Why did you come down town today? 
(1) (5) Bank 6% (8) Merchandise 
(2) or 0 
(3) Pay bills 12% (6) Errands 6% (9) Miscellaneous 3% 
(4) Meet party 7% (7) Show 5% (10) Kill time 2% 


4. Were you able to buy what you planned? Yes 71% No 19% No 
answer 10%. If yes, how many stores or departments did you shop be- 
fore purchasing? One 37.8%, two 25.4% three 17.2%, four 5.9%, five 
1.2%, no answer 12.5%. 

If no, how many stores have you shopped? 

Ans. One 28%, two 33%, three 30%, four 9%. 

Is there a reason why you have not made a purchase so far? If so 
what is it? 


(2) erchandise out 15.0% 8) Lack of ti 

(3) Want to shop more 13.0% pr 6.0% 
(4) Poor selection 12.0% 

(5) Price 11.0% (10) Salespeople 2.2% 
(6) Style 10.0% (11)) Miscellaneous 1.0% 


5. Did you buy anything you hadn’t planned to buy? Yes 34% No 61% 
No answer 5% 


6. Did you come to town by bus, by car, walk? 
by bus 50.5%, by car 44.3%, walked 5.2%. 
(1) ee bg have serious difficulty in parking? No 62.96%. Yes 
‘0. 
(2) % you have suggestions for improving parking? No 77%. Yes 


(a) 
(3) If you came by car how many blocks did you walk? 
One block 8.5%, two blocks 9.7%, three blocks 8.5%, four 
blocks 1.9%, five blocks 0.4%, 71% gave no answer. 
7. Do present shopping hours suit your needs? 
Yes 78.76%. No 15.12%. No answer 6.12%. 
If not what change would you suggest? 
(1) Open earlier in the morning 38.6%. 
(2) Stay open one night each week 30.7%. 
(3) Stay open later each night 30.7%. 
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BAYLOR UNIVERSITY RETAIL SURVEY 


Some Baylor University Marketing students undertook, in the 
month of February, 1950 to learn what Waco shoppers think about 
their retailers and, more particularly, about their sales force. Each 
student in a class of about thirty, made twenty or more contacts with 
shoppers. There were 668 interviews in all. The interviews 
were made at various times of the day, and under weather condi- 
tions which were at times favorable and unfavorable. Incidentally, it 
was found that weather played an important part in the attitude 
of shoppers. Austin Avenue, between Fourth and Ninth Streets, 
was the area chosen for the survey. Some interesting observations 
were made by the students in reporting their experiences with the 
interviewees. Below are listed some of the reactions with which 
the students met. 


For the most part the people who were interviewed seemed to 
be interested and wanted to cooperate. As one might expect, 
women seemed to be more interested than men. Perhaps, since 
women do most of the buying of consumer goods, they would be 
more interested and more patient. Some of the men who were 
approached failed to stop. Maybe it was also to be expected that 
some people did not want to “get involved.” There are, of course, 
many surveys and questionnaires of one kind or another, and all of 
them may not be made in good faith. One woman had the im- 
pression that the interview was some sort of quiz for which she 
should receive some compensation for answering the questions 
correctly. When people were assured that Baylor University 
was sponsoring the survey, it seemed that most of the suspicion that 
the interviewers were “selling” something disappeared. 


Some interviewees had to be convinced that their identity was 
not to be used, while others insisted that the interviewer put down 
the name of the particular store that had wronged them where they 
had shopped. In one case the person offended wanted to write 
down the salesgirl’s name. In another case a woman wanted to 
take the interviewer to a salesman who had just waited on her. 


Sometimes it was difficult for the interviewer to get a chance to 
ask questions because the one being interviewed would ask so 
many. Some people were naturally curious about the whole thing. 
Some, of course, wanted to know whether the results would be 
revealed to the general public, and what the purpose of the survey 
was. Those who refused to cooperate thought they did not have 
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time to answer the questions, or were of the opinion that they 
were to be “sold” something. 

The students learned by experience that people who were stand- 
ing on corners were easier to approach. This was contrary to an 
opinion expressed by a business man that the middle of the block 
might be a better vantage point for interviewing shoppers. It was 
discovered that the people in the middle of the block were generally 
walking hurriedly or were looking at the show windows and did not 
want to be bothered in either case. However, one who was being 
questioned on the corner of the block saw the signal light turn to 
green, felt the urge to move on, and left the interviewer stranded 
in the middle of his questioning. 

Sometimes the situation was a bit amusing when salesgirls 
themselves were inadvertently interviewed. One girl when asked . 
if she had had a good salesperson wait on her recently, hastily re- 
plied, “I’m sure I would not know; I’m a saleslady in—store.” One 
salesgirl questioned was doing some shopping during her day off. 
She was, however, interested in the responses, and made the 
observation that many people are inconsiderate and make situations 
which are difficult for salespeople. The one questioning her oblig- 
ingly told her that the next interview would be made on sales- 
people’s reactions to shoppers. 

A rather general observation by the thirty students was that 
people were too susceptible to suggestions. This fact may greatly 
weaken a survey unless the questions are carefully planned and 
presented, for it can readily be seen that by merely changing a word 
or clause an entirely different answer might be given. Possibly 
one reason for readily sucumbing to suggestions is mere indiffer- 
ence, or maybe it is too painful to think up a good answer. For 
one thing, some of the interviewees persisted in trying to read 
the questions over the shoulders of the interviewers. Some people, 
they found, had difficulty in expressing their reactions in their own 
words. It was much easier to get answers to Yes and No questions 
than to those questions calling for specific reasons. 

Many of the people who were contacted in the survey were from 
out of town. One shopper stated that she made her selections from 
a Waco paper and then came to town to make her purchases. 
This, of course, indicates the importance and the effectiveness of 
advertising in the Waco trade territory. 


Two or three miscellaneous experiences might be mentioned 
here. In reply to the question, “Why did you come to town?”, one 
mans said that he was looking for his wife because she had locked 


6 BAYLOR BUSINESS STUDIES 


him cut of the house. Presumably she had put the key in her 
purse or had hidden it where he could not find it. 

One shopper praised the exchange policy of the local department 
stores, and the willingness of salespeople to help in making ex- 
changes, while another stated that she had not seen a good clerk in 
Waco. “This,” observed the interviewer, “might have been attri- 
buted to a sleepless night or to indigestion.” 

The parking problem was a rather “hot” consideration. Some 
thought the city had entirely too many parking meters. Others 
who thought the parking problem was bad had no remedy or im- 
provement to suggest. Nearly all who had any recommendation 
suggested fewer meters and more parking lots. Many people 
thought that the parking meters should have more time on them. 
One customer said that Fifth and Sixth streets should be one way 
streets. An underground parking and storage building was sug- 
gested. Also suggested was the removal of the parking meters 
from the public square. 

We will now analyze some of the answers in more detail. 


I ‘Have you had a good salesperson wait on you recently?” 


YES 92.00% 
NO 83% 
NO ANSWER 717% 


The following tabulation shows what the customers consider as 
the important qualities of a good salesperson. They were asked 
what qualities they liked about the person who they thought was a 
good salesperson in 1950. These results add up to more than 
100 per cent because a shopper might reply to several qualities. 


Courteous | 65% 
Neat | 31% 
Personality | 29% 
Considerate 26% 
Patient 24% 
Merchandise Knowledge 20% 
Didn’t Force 19% 
Knew Stock 17% 
Attitude 15% 
Knew My Likes 14% 
Truthful 13% 
Miscellaneous 3% 
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Those customers who had found a good salesperson to wait 
on them recently, regarded courtesy as a very important qualifi- 
cation. The 65 per cent noticing this quality were more than twice as 
many as noted any other quality. Neatness and personality, while 
ranking much lower, are also rather important. While we 
know that a knowledge of merchandise is important it ranked 
sixth in the qualities listed for a good salesperson. The results 
bear out the significance of extrovert qualities in the making of a 
desirable salesperson. 

The table on the preceding page also shows how an appeal can 
be made to the customer’s ego. Fourteen per cent of those inter- 
viewed liked the salesperson because he or she “knew my likes,” 
We would not assume that a customer would appreciate misrepre- 
sentation of merchandise; however, there is some evidence that 
“puffing one’s wares” is not too objectionable since only 13 per cent 
listed truthfulness as a positive quality. 


II. We turn now to the qualities of a poor salesperson. In an- 
swer to the question, “Have you had a poor salesperson wait on you 
recently ?”, the table below shows the results. 


YES 40% 
NO 43% 
NO ANSWER 


Since 40 per cent said yes in answer to the abvoe question, we will 
list the qualities of salespeople which were disliked. The qualities 
are listed below in order of their importance. Again, these replies 
add up to more than 100 per cent because each shopper may name 
more than one quality. 


Indifferent Attitude 24% 
Discourteous 15% 
Sassy 13% 
| Lack of Merchandise Knowledge 12% 
| Superior Attitude 11% 
Inconsiderate 11% 
Lack of Knowledge of Stock 9% 
Sloppy Appearance 7% 
Miscellaneous 5% 
Dearie 4% 
Chewing Gum 2% 
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It is interesting to notice here how many, 24 per cent, dislike an 
indifferent attitude on the part of salespeople. While courtesy ranked 
high as a positive quality, discourtesy ranks second in a negative 
consideration. Negatively, the lack of extrovert qualities accounts 
for 52 per cent of the 40 per cent of shoppers who disliked the sales- 
people. Lack of merchandise knowledge was a fourth cause of dis- 
like of salespeople, while on the positive side it ranked sixth. 
Sloppy appearance ranked eighth negatively, and neatness ranked 
second positively. 


The three defects causing salespeople to be most disliked, namely, 
indifferent attitude, discourtesy, and being sassy, can all be over- 
come by any normal person who is willing to expend the effort. 

This survey, therefore, indicates that considerable improvement 
could be made by changing the negative qualities mentioned above 
into the more positive qualities of helpful attention, courtesy, and 
kindness in speech. 


III. The third question was to determine just why the customer 
came to the downtown area. The students were advised to pick 
for the interview mainly those shoppers who had packages in their 
hands or under their arms. This would indicate that most of them, 
63 per cent, came downtown to shop. However, there were also 
other reasons prompting the shoppers to come to town. Again, let 
us notice the reasons in the table below, remembering that some cus- 
tomers gave more than one reason. 


Reasons for Coming Downtown | % of 
Shoppers 
To Shop 63% 
To Work 17% 
To Pay Bill 12% 
To Meet Someone 7% 
Errand 6% 
To Go to Bank 6% 
To Go to Show 5% 
To Return Merchandise 3% 
Miscellaneous 3% 
To Kill Time 2% 


It will be observed that 37 per cent did not come to town speci- 
fically to shop; but when they got there, most of them did buy 
something. Possibly this indicates the influence of window display, 
and once the customer was inside, interior display. Store operators 
know very well that the first thing they must do is to get the pros- 
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pective customers down to where the stores are located. They can 
then depend on store fronts and window displays to complete the 
job. 

IV. In answer to the fourth question, ‘Were you able to buy what 
you planned?” 71 per cent said, “Yes.” 19 per cent said, ‘““No,” and 
10 per cent gave no answer. If the answer happened to be in the 
affirmative, then they were questioned as to the number of stores or 
departments visited before buying. The table below gives the results. 


Number of Stores or % of 

Departments Shoppers 
One 37.8% 
Two 25.4% 
Three 17.2% 
Four 5.9% 
More than four 1.2% 
No Answer 12.5% 


If a negative answer was given, they were asked how many 
stores thay had shopped. Below is a table showing the distribution 
of the 19 per cent giving a negative answer. 


Number of Stores or | % of 
Departments Shoppers 
| One 28% 
Two 33% 
Three 30% 
Four 9% 


The reasons for not making a purchase by those who had not 
at the time of the interview are given below. Some of the people 
interviewed gave more than one reason. 


Reasons % of 

Shoppers 

Didl not plan to 17.2% 
| Merchandise out 15.0% 
Want to shop more 13.0% 
Poor selection | 12.0% 
Price 11.0% 
Style 10.0% 
Size 8.3% 
Lack of time 6.0% 
Color 4.3% 
Salespeople 2.2% 
Miscellaneous 1.0% 


| | | 
| | 
| | 
| | 
| | 

| 
| 
| 
| 
| 
| 
| 
| 
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V. In the fifth place the customer was asked if he had bought 
anything he had not planned to buy. 34 per cent said they had 
bought something they had not planned to buy, and 61 per cent said 
they had not. 5 per cent gave no answer. Of course, this is an 
admission of being a victim of impulse buying, or suggestive selling. 


VI. A sixth question used in Waco related to the method of 
transportation by which the shoppers came downtown. This ques- 
tion was suggested by the manager of the Waco Chamber of 
Commerce in the hope that it would throw some light on the traffic 
problem. The results are listed below. 


© of 
Transportation to Downtown Area suenged 
Answering 
By Bus 50.5% 
By Car 44.3% 
Walked | 5.2% 


“Do you have serious difficulty in parking?” 


The parking difficulties for all shoppers are indicated in a table 
below. 


% of 
Serious Difficulty in Parking Shoppers 
Answering 
No 62.96% 
Yes 37.04% 


This table should have been made to apply only to those who 
came to town by automobile. However, many of those who came 
by bus when this interview was made, might come by automobile 
at another time. 


Suggestions were asked for ways to improve parking. Responses 
are listed below for all shoppers. A good reason for giving no — 
answer here is due to that fact that 50.5 per cent of the shoppers 
came by bus. 


J of 
Suggestions for Parking Shoppers 
Answering 
No 77% 
Yes 23% 
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The shoppers were then asked, if they came by automobile, how 
many blocks they had to walk. See below. 


© of 
Number of Blocks Walked Pade 
After Parking Shoppers 
One Block 8.5% 
Two Blocks 9.7% 
Three Blocks 8.5% 
Four Blocks 1.9% 
Five Blocks 4% 
No Answer 71.0% 


It appears from the table that parking is not a serious problem 
in Waco as yet. 


VII. The seventh and last question posed related to store hours 
in Waco. Seventy-eight and seventy-six hundredths per cent indi- 
cated that the present shopping hours suit them very well. Fifteen 
and twelve hundredths per cent were not satisfied, while 6.12 per 


cent had no preference. Those desiring changes suggest the 
following : 


Changes Dissatisfied 

Shoppers 

Stay Open Later Every Night 30.7% 
Stay Open One Night a Week 30.7% 
Open Earlier in the Morning 38.6% 


This question was suggested by the store managers themselves, 
but it appears that only a small percentage of the shoppers are dis- 
satisfied, ard they are fairly equally divided on the remedy. The 
large percentage being satisfied with present store hours, 78.76 per 
cent, and the comparative small number of suggested changes shows 
what changes can be wrought due to war and shorter work schedules 
under which we live. It also indicates that all of the goods which 
could be obtained during the war could be sold during the shorter 
hours, and ‘ater that sales were easy and sufficient volume could 
be sold during the shorter hours. The customers would not have 
been happy two decades ago with 9:30 a.m. opening hours, and 
5:30 p m. for closing. 

As previously stated, 668 people were interviewed at various 
times during the ten business days beginning February 13, 1950. 
Austin Avenue was the place of the interviews from Fourth to 
Ninth Streets. It had been suggested that some students use the 
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middle of the block for interviews while others used the corners. 
Actually it was found that the corners were better because people 
tended to be on the move in the middle of the block or busy window 
shopping. Each student did twenty or mofe interviews. 


Three general analyses are offered below. 


Sex % of 
Shoppers 
Female 73% 
Male 27% 
Color % of 
Shoppers 
White 92% 
| Colored 8% 
Age Classification % of 
Shoppers 
Under 20 10% 
21-30 36% 
30-35 31% 
| Over 35 Years 23% 


Finally, the experiences of the interviewers were compiled and 
edited, and the results were recorded and analyzed. Some varia- 
tion in weather was experienced, while some of the interviewers 
obtaind their interviews quickly; others worked over a period of 
several days. 
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SUMMARY AND CONCLUSIONS 


This small survey was made under varying weather conditions 
and at different times of the day, but covered, at most, only about 
a two-weeks period. Different results might have been obtained 
in the late summer or in the middle of the autumn buying season. 
Perhaps a few generalizations may be made concerning the results. 


For one thing, people show no particular surprise at being inter- 
viewed, and they are generally willing to cooperate. This may be 
due to more travel by most people, who may be interviewed almost 
anywhere on any of an unpredictable variety of subjects. For 
example, interviewing is done at airports and many other places 
where people congregate. Also people are frequently interviewed 
at their homes by representatives of steamship companies and 
others. 


One is also struck by the inaccuracies that may creep in unless 
the survey is handled very cautiously. When the interviewees read 
over one’s shoulder and try to anticipate the answer, it may be diffi- 
cult to get a true picture of the unbiased opinions one wishes to as- 
certain. There is always the possibility that the interviewee is 
not giving the correct answer for various and sundry reasons. 


Women, perhaps due to their being more habituated to interviews, 
showed more interest than men. Women are usually more patient 
and in less of a rush than men. This also accords with the fact that 
they do most of the shopping for consumers’ goods. Something 
over half of perishable consumers’ goods are bought by women, 
without the aid of other members of the family. 


Those connected with Baylor University were especially 
pleased at the confidence in the validity of the survey, which was 
manifested by those who were interviewed when they were told 
that the survey was sponsored by one segment of the University. 
It is a further evidence of the cordial relationship which exists 
between Baylor University and the citizenship of Waco and sur- 
rounding territory. A brief comparison of the percentage findings 
of this study will now be made with those of the Washington Uni- 
versity study. 


1. The survey shows that, on the whole, Waco stores have 
many efficient salespeople ; it also shows that in some cases there is 
room for improvement. What some customers consider as unde- 
sirable qualities do exist. Ninety-two per cent of the shoppers in- 
terviewed indicated that they had a good salesperson wait on them 
recently. In reply to the same question 89 per cent of the St. Louis 
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shoppers answered in the affirmative. Therefore, by comparison, 
the Waco stores are in good standing. 


2. When a negative reply is given, or a positive reply to an 
opposing point of view, namely as to whether a poor salesperson 
had waited on the shopper, Waco does not make as good a record 
as St. Louis. In Waco, 40 per cent indicated that they had had a 
poor salesperson wait on them recently, while in St. Louis the 
percentage was 38.5 (See page 14). 


3. Sixty-three per cent of those interviewed in Waco were 
downtown to shop. This indicates a high sales possibility, and is 
aimost the same percentage as was indicated in the Dolva study, 
which was 63.3 per cent. Possibly this indicates a similarity of con- 
sumer desires over the country. (See page 16). 


4. Thirty-seven and eight-tenths per cent of the Waco shoppers 
obtained their merchandise in the first department or store visited. 
This rather small percentage which met with satisfaction on the 
first trial might reflect fastidious tastes, the desire to save money, 
poor salesmanship, or a lack of desirable merchandise. The St. 
Louis survey showed 49.4 per cent. 

5. Seventy-two per cent of those who had not bought were not 
able to find what they wanted in one store or department. It is 
obvious that this percentage is rather large in proportion to that 
above. The same general factors would prevail as in No. 4 above. 
The Washington University study showed a percentage of 42.6 
per cent for the same item. 

6. Thirteen per cent of those who had not bought gave as a 
reason that they wanted to shop some more. It is possible that this 
relatively small number wanting to shop some more is an indication 
of the limitation of the shoppers’ time. However, Waco was pretty 
well in line with St. Louis at this point, for their percentage of 
customers doing more shopping was 20.4. (For details see age 9). 


7. Thirty-four per cent of Waco shoppers admitted that they 
had made an unplanned purchase. This may be due in part to good 
salesmanship, or to a good selection of merchandise. It might also 
be due to good display in both the window and the interior. No 
one factor may be the cause of this relatively high percentage of 
unplanned purchases. Perhaps all of these, and others as well, 
make sales appeal. The comparative percentage in St. Louis 
was 28.9. 


8. The parking problem in Waco does not appear to be too 
serious. However, there are some very definite opinions about 
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parking meters. This was due in part to the local controversy that 
was in progress about parking meters on the square, which occurred 
about the time this survey was made. This was purely a local 
question and has no comparative value. Fifty and five-tenths of 
those who were interviewed came to town by bus, forty-four and 
three-tenths per cent came in automobiles, and five and two-tenths 
per cent walked. It seems that the distance walked by those who 
drove their automobiles is not too much of a problem as yet. 


9. Another purely local question, and one which was suggested 
by local business men, was related to store hours. There is an ap- 
pirent acceptance of present store hours by a large majority of 
Waco shoppers. It indicates how rapidly we succumb to change. 
Even twelve years or so ago, one would not have guessed that it 
could be done so quickly, and so easily. About seventy-nine per cent 
of the shoppers were esatisfied with the present hours, and among 
those who objected to the present hours there was no unanimity of 
opinion as to what changes should be made. 

10. A brief final general summary might well be given here. Of 
the 668 people interviewed 27 per cent were men, and 73 per cent 
were women. Ninety two per cent were white and 8 per cent were 
colored. Ten per cent were under 20 years of age, and 36 per cent 
were between 21 and 30 years of age. Of the remainder, 31 per cent 
were between 30 and 35 years of age, and 23 per cent were over 35 
years of age. 

As a final observation, it would be interesting to make a compari- 
son of this study with one conducted a year or so from now, as was 
done in the various studies at Washintgon University. That busi- 
ness men, and the merchants in particular, are going to study the 
market more in the future is an obvious guess. Surveys and mar- 
keting researcli may take various forms, and will probably tend to 
become more of a science as more and more becomes known about 
techniques and methods, and it is hoped that they will contribute to 
an ever higher standard of living. 
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SELECTED PERCENTAGE FINDINGS 
OF THE BAYLOR RETAIL SURVEY 


Ninety-two per cent of the shoppers interviewed said, “Yes, I 
have had a good salesperson wait on me recently.” 


Forty per cent replied, “Yes, I have had a poor salesperson 
wait on me recently.” 


Sixty-three per cent of those who were interviewed were down- 
town to shop. 


Thirty-seven and eight tenths per cent of the shoppers who had 
bought merchanidse did so at the first department or store in 
which they shopped. 


Seventy-two per cent of those who had not bought were not able 
to find what they wanted in the first store or department 
shopped. 


Thirteen per cent of those who had not bought said, “I did not 
buy because I want to shop some more.” 


Thirty-four per cent admitted that they had made an unplanned 
purchase. 


Fifty and one-half per cent came to town by bus, 44.3 per cent 
by automobile, 5.2 per cent walked . 


Seventy-eight and seventy-six hundredths per cent were pleased 
with present shopping hours. 


| 
| 
| 
| 
| 
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APPENDIX 


QUESTIONNAIRE 
BAYLOR UNIVERSITY RETAIL SURVEY 


Male. Female White Colored___ 

Under 20 21-30 30-35 Over. 

1. Have you had a good salesperson wait on you recently? 

Yes No If yes, what qualities did you like about him or 

her? 

(1) Courteous (7) Knew My Likes 

(2) Considerate (8) Knew Stock 

(3) Personality (9) Truthful 

(4) Patient (10) Attitude 

(5) Merchandise Knowledge (11) Neat 

(6) Didn’t Force (12) Miscellaneous 

2. Have you had a poor salesperson wait on you recently? Yes 
No If yes, what qualities did you dislike about him 

or her? 

(1) Indifferent Attitude (7) Chewing Gum 

(2) Dato (8) Lack of Knowledge of 

(3) Inconsiderate Stock 

(4) Superior Attitude 

(5) Sassy, Snippy (9) Dearie 

(6) Lack of Merchandise (10) Sloppy Appearance 
Knowledge (11) Miscellaneous 

3. Why did you come downtown today? 

(1) Shop (6) Pay Bill 

(2) Work (7) Return Merchandise 

(3) Meet Someone (8) Kill Time 

(4) Show (9) Errand (dentist) 

(5) Bank (10) Miscellaneous 

4. Were you able to buy what you planned? Yes No 


If yes, how many stores or departments did you shop before pur- 
chasing? 
1 2. 3 4 


20 BAYLOR BUSINESS STUDIES 


If no, how many stores have you shopped? 1 2__ 3__ 4__ 


Is there a reason why you haven’t made a purchase so far? If 
so, what is it? 


(1 Price (7) Poor Selection 

(2) Color (8) Didn’t Plan To 

(3) Size 

(4) Style « (9) Want To Shop More 
(5) Merchandise Out (10) Salespeople 

(6) Lacked Time (11) Miscellaneous 


5. Did you buy anything you hadn’t planned on? Yes No 


6. Did you come by car. , bus , walk ? 


(1) Did you have serious difficulty in parking? Yes__ No__ 
(2) Do you have any suggestion for improving parking? 
Yes__ No__ 


(3) If you came by car, how many blocks did you walk? 
1 2. 3 4 5 


7 Dopresent shopping hours suit your needs? Yes No 
If not, what change would you suggest? 


(1) Stay open later one night a week 


(2) Open earlier in morning 


(3) Open later every night 


| 
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